Abstract. This study explores the influence of customer participation on purchase intention in the process of commercial residential purchasing from the perspective of customer perceived value. The aim of the study is to construct a model in which the customer participation indirectly influences the purchase intention through the customer perceived value. First of all, the customer participation scale, the customer perceived value scale and the purchase intention scale of the commercial residential buildings were constructed and tested. Data from a sample of 133 buyers showed that customer participation positively influenced purchase intentions and customers perceived value (quality value, economic value, social value, and emotional value) played a mediating role in this positive relationship.
Introduction
There are both investment properties and living properties in commercial housing, and the living properties are fundamental. In order to better meet their own needs, buyers will invest a lot of time, energy and resources to know the residential products. The formation of their purchase intention is closely related to their participation. How does the customer participation influence the purchase intention in the field of commercial residential research? This article attempts to examine the positive role of customer participation in purchasing intentions and introduces customer perceived value to the commodity residential house.
The customer perceived value refers to the consumer's overall assessment of the products or services based on their trade-offs between what is received and what is given [1] . In this study, it is defined as buyers' subjective evaluation of a particular commodity residential based on the benefits they perceived in the product relative to the sacrifice they perceived by paying the price. Sheth, Newman, and Gross put forward five kinds of perceived values that affect customer's consumption behavior: functional value, social value, emotional value, epistemic value and conditional value [2]. Sweeney and Soutar further divided functional value into two dimensions: functional value quality factor and functional value price factor. They constructed the customer perceived value PERVAL model, including emotional value, emotional value, social value, and functional value -price / value for money and functional value -quality / performance [3]. Bai Shumin analyzed the relationship between customer participation, customer perceived value and purchase intention in the real estate purchase process, but she did not conduct empirical research [4] . Based on the above research results, this study conducts an empirical investigation of the relationship among the three variables of customer participation, customer perceived value and purchase intention in the commercial residential market to explore the mediating effect of customer perceived value.
Models and Assumptions
The independent variables considered in this study is customer participation and the dependent variables analyzed in this study is purchase intention. The mediating variable selected for in this is customer perceived value, including four dimensions of quality value, economic value, social value and emotional value (Fig. 1) . Literature showed that the higher the degree of customer participation, the stronger their behavioral intentions. Wang Xinxin constructed a research model of repeat purchase intention of customers in B2C online shopping market and found that customer participation in information exchange and interpersonal interaction had a significant positive impact on repeat purchase intention [5] . Huang Yaojia conducted an online shopping survey and empirically tested the impact of customer participation on the online consumer willingness to communicate through the indirect impact of relationship quality [6] . Thus, it is hypothesized that:
H1: Customer participation has a positive impact on purchase intention.
The Impact of Customer Participation on Customer Perceived Value
Wang Tao, Cui Nan and Yang kui used scenario simulation experiments to verify that customer participation has a positive impact on customer perceived value based on the mental accounting theory [7] . Dai Debao and Gu Xiaohui found that social network users' browsing behavior, interactive behavior, creating behavior had a significant positive impact on perceived value [8] . The impact of participatory behavior on perceived value has been confirmed by a large number of scholars, so we predict:
H2: Customer participation has a positive impact on customer perceived value. H2a: Customer participation has a positive impact on customer perceived quality value. H2b: Customer participation has a positive impact on customer perceived economic value. H2c: Customer participation has a positive impact on customer perceived social value. H2d: Customer participation has a positive impact on customer perceived emotional value.
The Impact of Customer Perceived Value on Purchasing Intention
Literature showed that perceived value is an important antecedent variable of behavioral intention. He Jianmin and Pan Yongtao empirically demonstrated that customer perceived value has a direct and positive impact on behavioral intentions [9] . Chang & Wildt investigated 425 university business students and found that perceptual value and perceived quality balance to form perceived value, and perceived value is the main factor affecting the purchase intention [10] . Huang Wenyan and Laochen Feng elucidated that customer perceived value had a partial mediating effect on the influence of online word-of-mouth and purchase intention [11] . Guo Tonghua and Tang Chunhui investigated the consumer behavior of e-coupons and verified the mediating effect of customer perceived value in customer participation and purchase intention through regression model [12] . According to these researches, it is expected that:
H3: Customer perceived value has a positive impact on purchase intention. H3a: Customer perceived quality value has a positive impact on purchase intention. H3b: Customer perceived economic value has a positive impact on purchase intention. H3c: Customer perceived social value has a positive impact on purchase intention. H3d: Customer perceived emotional value has a positive impact on purchase intention. H4: Customer perceived value mediates the relationship between the customer participation and purchase intention.
H4a: Customer perceived quality value mediates the relationship between the customer participation and purchase intention.
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H4b: Customer perceived economic value mediates the relationship between the customer participation and purchase intention.
H4c: Customer perceived social value mediates the relationship between the customer participation and purchase intention.
H4d: Customer perceived emotional value mediates the relationship between the customer participation and purchase intention.
Method
The study adopted a questionnaire survey. All items used measurement by Likert scale of 1 to 7 representing an increasing degree of agreement. The measurement of customer participation includes 8 items for commercial residential buildings, referring to the multi-dimensional scale for Chinese consumers developed by Peng Yanjun [13] . The customer perceived value measurement using the four-dimensional model of Sweeney and Soutar [3], namely quality value, price value, social value and emotional value, contains a total of 13 items. Purchase intention is measured by three aspects: consider the purchase, recommended purchase and premium purchase.
We used convenient sampling methods in non-probabilistic sampling and selected the participants who were interested in the purchase of commercial housing with a certain economic base, and had concerned about a particular real estate. A total of 150 questionnaires were distributed, and 133 questionnaires were found valid (88.7%).
Results

Reliability Analyses
Cronbach's α coefficient was used to test the reliability of the scales. It is generally considered that Cronbach's α is between 0.7 and 1 with high reliability. The results showed that the Cronbach's α of customer participation, customer perceived value and purchase intention were 0.831, 0.926 and 0.764 respectively. For the customer perceived value, Cronbach's α of quality value, economic value, social value and emotional value were 0.851, 0.830, 0.909, and 0.889 respectively. Therefore, the scale used in this study had high reliability and the questionnaire items have good internal consistency.
Validity Analyses
Exploratory factor analysis was used to evaluate the structural validity of the customer perceived value scale. The Kaiser -Meyer -Olkin (KMO) measure of sampling adequacy (=0.886) and Bartlett's test of sphericity (p < 0.001) confirmed that the sample was suitable for principal component analysis. Principal component analysis showed that there were four main factors (Table 1) . Each items were attributed to factors with loading at least 0.7, indicating that the items have a high explanatory power of the corresponding factors. At the same time, no significant cross-factor loading occurred with the factor loading is less than 0.4 in the irrelevant factor. Attribution of the items to their factors showed that the first factor covers social value, the second factor covers quality value, the third factor covers economic value, and the fourth factor covers emotional value. 
Mediating Effect of Customer Perceived Value
We used regression analysis to test the intermediary role of customer perceived value between customer participation and purchase intention. The analysis results are shown in Table 2 . Model 1 ~ 3 takes customer participation as independent variable, purchase intention as dependent variable, and customer perceived value as mediating variable, and carries out three-step regression analysis. In the first step, Model 1 shows that customer participation has a significant positive impact on purchase intention (β = 0.492, t = 5.268, p < 0.001), so hypothesis H1 is accepted. In the second step, Model 2 shows that customer participation has a significant positive effect on quality value (β = 0.679, t = 7.888, p < 0.001), so hypothesis H2a is accepted. In the third step, Model 3 tests the effect of customer participation and quality value on purchase intention at the same time and finds that customer participation has no significant effect on purchase intention (β= 0.186, t = 1.791, p > 0.1), while quality value has a significant positive impact on purchase intention (β= 0.451, t = 5.218, p < 0.001). It means customer perceived quality value plays a complete intermediary role in the impact of customer participation on purchase intention, so hypothesis H3a and H4a are accepted. In the same way, model 4 and model 5, model 6 and model 7, model 8 and model 9 respectively test the intermediary role of economic value, social value and emotional value. The results show that economic value, social value and emotional values all play a part intermediary role in the impact of customer participation on the purchase intention, and all of the hypotheses above are accepted. 
Conclusion
Through empirical research, we find that customer participation has a significant positive effect on purchase intention in the process of commercial residential purchase, and customer perceived value plays an intermediary role in this relationship. The quality value of customer perceived value plays a complete intermediary role, and the economy value, social value and emotional value play a part of the intermediary role. 
